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The purpose of this course is to introduce consumer behavior theory and
practice, Major contents include the following are describing consumer
decision process model, understanding what major psychological processes to
the marketing program, understanding how consumers make purchasing
decisions, and learning how marketers analyze consumer decision making,
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Solomon, Consumer Behavior, Pearson.
Blackwell, Consumer Behavior, CENGAGE Learning. ¥ %




ORI R e TR KT R)

T
21l 53\
s

®LFEE: 150 % @FEFFE:150 % SWEFFE 250 %
QP RFE 250 %
L BRHKLE) 200 %

"HcF i E A F I kA B fhttps://info.ais. tku. edu. tw/csp & d K
BRoRBFA T REFEA R R, &

TLCXB2B0136 0P

MAF WP AR NTE cF R IREPE S I EBEE L F 0 AT
1

4

/X 4 F  2022/1225  17:14:59




